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Abstract
Since August 2012, I have been working with Kara Della Valle, a
country singer-songwriter known for her YouTube success. For this project, I
took on the role of artist manager. I developed a plan to take Kara’s career
beyond YouTube, with a focus on other forms of social media to build her fan
base and promote her music. This Capstone Project explores the trials and
triumphs of working with an independent artist.
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OPENING NEW WINDOWS (AND DOORS)
FOR INDEPENDENT ARTISTS ONLINE
Matthew Musacchio, Syracuse University
ABSTRACT
The Internet, and particularly social media, provides many
opportunities for musicians to promote their music at no, to a
relatively low, cost. Artists can build a fan base using a variety of
different platforms, like YouTube, Twitter, Facebook, Instagram,
and Tumblr, among hundreds of other music-friendly social media
sites. Superstars like Justin Bieber, who got his start on YouTube,
have proven that it’s possible to not only get discovered, but also
cultivate a career, using the power of the Internet.
Since August 2012, I have managed YouTube artist Kara Della
Valle. As an independent singer-songwriter, this was the first time
Kara had someone working with her to help promote her music.
Kara first started posting YouTube videos of both original songs
and covers in 2010. Her original music gained popularity,
especially among tween and teen girls, after being featured in
many beauty and style how-to videos. She built a sizeable following
on YouTube, with around four thousand subscribers and nearly
half a million views, but the numbers did not translate to much
success beyond that platform. Although her song “Tonight” and
debut EP Out Loud gained notoriety among the YouTube and
Tumblr communities, Kara’s social media following across the web
did not grow.

Opening New Windows (and Doors) for Independent Artists Online
explores how I created cohesion among Kara’s social media
properties, scored a viral hit, translated her YouTube success into
a larger following and ultimately increased digital sales. I will
outline the social media practices used to gain, retain, and
cultivate connections with fans online. This case study goes
through six phases of an album cycle, chronicling ten months of
promotion on a limited budget, partially funded by Syracuse
University’s Renée Crown University Honors Program as part of my
Capstone Project.
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PHASE ONE: PRE-ALBUM RELEASE
Goal: Position Kara as more than just a YouTube artist
Objective: Begin increasing Kara’s followers across all her social media
pages
Strategy: Create cohesion and maintain a “voice” among all of Kara’s social
online properties
Tactics:
 Revamp Kara’s Twitter, Facebook, and YouTube pages
 Use personal photos for the designs that fans can relate to
 Develop more efficient strategies to reach a greater number of
fans
I began working with Kara in August 2012, but knew she wasn’t prepared to
release an album until later in the fall. However, I took this time to start
streamlining her social media properties with a consistent design and voice.
At this point in time, Kara had her YouTube page, Facebook fan page,
Instagram, Tumblr, and “personal” Twitter with a couple hundred followers. I
didn’t want to “hijack” her personal account, but I knew I had to follow lots of
people to get some kind of return and gain followers. Instead of taking over
her Twitter, I decided to create a separate one (@karadellavalle) to update her
fans mostly on music-related happenings.
I started using some primitive methods, like searching for people who tweeted
Taylor Swift lyrics. I chose Taylor Swift because of her large fan base
(comprised predominantly of teen girls) and similarity to Kara’s music. I would
follow these users in hopes that they would notice Kara and follow her back. I
would also search for users tweeting lyrics from Kara’s songs and follow them.
This attracted many fans who knew her from YouTube, but did not realize she
was on Twitter.
Eventually, I purchased TweetAdder, a program that sells for $55 and
streamlines Twitter techniques to reach and gain new fans. TweetAdder allows
you to search for users on Twitter, based on what they are tweeting about. I
would search for users tweeting about artists similar to Kara, and TweetAdder
would automatically follow them. TweetAdder also allows you to automatically
unfollow users that do not follow you back, so you can continue to try and
attract new followers that are engaged with your account.
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TweetAdder Follower Search

I also took this downtime during Kara’s career to create a cohesive design
across all of her social media platforms. Before this, none of her pages had
the same “look” or “feel.” I used a collage of Kara’s personal Instagram
photos to create new designs for her Facebook and Twitter pages (Appendix B,
page 37 & 38). Before the glossier album campaign, I wanted to introduce
Kara to her fans as a normal, unfiltered 20-year-old girl. Through using
personal photos, this allowed them to catch a glimpse of her life and helped
solidify Kara’s relatable image.
In addition to Twitter, Facebook, and YouTube, I set up a CMT artist page for
Kara, where fans could stream her music (Appendix B, page 40).
Prior to the release of Kara’s new original music, I also secured a deal with
Sony/ATV We Are the Hits, a publishing company part of Sony Music that
monetizes cover songs and original videos on YouTube. This allowed for
another revenue stream for Kara and also affiliated her with the largest
publishing company in the world. In addition to monetizing her YouTube
videos, they also help promote her covers and original materials across the
web, particularly on lyric websites.
When I first started working with Kara, her social media numbers were:
Twitter: 0 followers
Facebook: 537 likes
YouTube: 4090 subscribers
Instagram: 320 followers
Official Website: N/A
Total cost for this phase of the campaign: $55
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PHASE TWO: ALBUM RELEASE
Goal: Provide Kara’s fans with a new, original body of work available for
purchase on digital music retailers
Objective: Have the album hit the Top 100 Country Albums chart on iTunes
Strategy: Harness fan excitement to promote the album online
Tactics:
 Promote the album on YouTube, Facebook, Instagram, and Twitter
 Execute a giveaway contest to encourage fan engagement
 Launch Kara’s official website and redesign her social media
pages to promote the release
Leading up to the album release, the cover was unveiled piece by piece on
Twitter, Facebook, and Instagram, to create a synergy between Kara’s social
media accounts. The initial social media campaign acted as a blueprint for the
rest of the album release. I designed the album cover and logo, using a photo
Kara took herself in her bedroom (Appendix C, page 42 & 43).
Kara’s album Glass was released on November 6, 2012. The album was
uploaded via CD Baby, a digital music delivery service for independent artists,
for $49. The album was made available for purchase on iTunes worldwide,
Amazon MP3, and for streaming on Spotify. During its first week on sale, Glass
hit the Top 100 Country Albums on iTunes, charting alongside major label
artists such as Carrie Underwood and Miranda Lambert. In that first week, it
also outsold the cumulative sales of her previous EP.
To coincide with its release, all of her digital properties, including YouTube,
Twitter, and Facebook were redesigned (Appendix B, pages 37-39). The album
cover image and new logo were used for all of these designs, to promote the
release and maintain a consistent image across all the social media channels.
Throughout release week, we tweeted song lyrics (once again emphasizing the
words many of her fans gravitate to) to promote the album, with a link to
purchase it on iTunes. Audio snippets of the album were uploaded to Kara’s
YouTube channel. I also launched a direct message campaign on Kara’s
official Twitter, sending a personal message to every follower with a link to
purchase the album using Tweet Adder.

Lyric Promotional Tweet

Kara’s official website launched on November 5th, the day before the album
release. I designed, coded, and created the majority of the content for the site
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(Appendix B, page 41). I registered the domain name www.karadellavalle.com
for $9.99 on GoDaddy and used Tumblr, traditionally a blogging platform, to
host the site for free. My knowledge of HTML allowed me to customize the
layout, without having to spend hundreds of dollars on hosting. In addition to
its free availability, Tumblr also has a very streamlined, easy-to-update
interface that's ideal for multimedia postings.
Like the album cover and social media pages, the official website also uses
the same image, typeface, and color scheme for consistency. I also made sure
all of Kara’s social media links were prominently featured on the homepage,
so fans could follow her on multiple platforms.
Essentially a live, frequently updated EPK, the official website also features
her biography, links to buy her music online, and selected media. However,
the most popular section includes the lyrics to all her songs. Known for her
songwriting in the YouTube community, especially among the teen female
demographic, many of her fans visit her website to read the official lyrics and
learn the chords to her songs. The site also has my contact info, so I can be
easily reached with business opportunities regarding Kara.
Since its launch, Kara’s official site has logged over 1,000 visitors. I use a free
tracker, eXTReMe Tracking, to keep track of hits. It also collects data on
geographic regions people are visiting from and what keywords they are using
to access the site. This provides further insight into where Kara’s fans are
located and how they are discovering her music.
I also used search engine optimization tools to ensure that Kara’s official site
is one of the first links that come up when someone searches her name.

eXTReMe Tracking Data

To track how and where people were clicking to buy Kara’s album on iTunes, I
created and used a customized link via bitly to promote the album. The bitly
service tracks referrers and locations for outgoing links.
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bitly Data for Glass on iTunes

For promotion, Kara appeared on the Ruben Jay Radio Show, a streaming
online program, for an interview during release week. To entice fans to listen
and help sell the album, anyone who retweeted a link to purchase Glass was
entered to win a $50 MAC makeup gift card. Given that a number of Kara’s
fans discovered her music through YouTube beauty gurus, and the large
majority of her followers are females, this promotion proved to be a success,
prompting fan engagement during the album’s first week of sale.

Twitter Gift Card Promotion

During this time, Kara also participated in a contest on TopBlip, a social media
music website, to open for Tyler Ward (a popular artist who got his start on
YouTube), at one of his concerts in Toronto. Although Kara did not win the
contest, she made it to one of the final rounds and it served as additional
promotion for her album release.
At the time of the album release, Kara’s social media numbers were:
Twitter: 946 followers
Facebook: 559 likes
YouTube: 4,119 subscribers
Instagram: 370 followers
Official Website: 0 hits
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Total cost for this phase of the campaign: $108.99

PHASE THREE: “WITHOUT HIM” SINGLE RELEASE
Goal: Engage followers and release a fan favorite as the first single from
Kara’s album
Objective: Release a song that outsells the other tracks on the album
Strategy: Let fans choose the single and commission a lyric video to promote
it
Tactics:
 Create a poll on Kara’s official website to help choose the single
 Promote the video using other forms of social media, like
Facebook and Twitter
 Send press release to country music bloggers to introduce Kara as
a singer-songwriter
The first single from Glass was released in December 2012. I waited until
after the full EP was released to launch a single in order to directly promote it
with the full body of work. For an independent artist with a relatively small,
dedicated following, fans are more likely to purchase a full EP as opposed to
stand-alone singles. In the past, Kara has tried to release one off singles, but
her albums always sold better and resulted in more revenue.
I also wanted to give fans the opportunity to choose the first single from the
album. I set up a poll on Kara’s official site and also asked for opinions on
Twitter and Facebook. The fans overwhelming chose “Without Him” to be the
single.
A large part of Kara’s appeal are her lyrics. There are many unauthorized lyric
videos for her songs on YouTube that have tens of thousands of views. Her
lyrics are also often quoted on Twitter and Tumblr, and used in fan graphics.
To promote “Without Him,” I commissioned a lyric video to be made for the
song. The creator of the lyric video agreed to do it for free, in exchange for
promotion of her services. Although it’s more difficult to promote original
music on YouTube (in comparison to cover songs), the lyric video received
over 1,000 views in a month. Following the lyric video release, the song also
saw a spike in iTunes sales, doubling the rest of the album’s tracks in
popularity.
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“Without Him” Lyric Video Screen Capture

iTunes Popularity Bars

I used the lyric video to introduce Kara to music bloggers, particularly in the
country genre, and garner coverage for both the single and EP. Prior to this,
Kara had not received any press coverage for her work. I sent out a press
release (Appendix A, page 20) and Kara’s EPK (Appendix B, page 32) to a
number of bloggers, which resulted in feature articles and interview requests.
Country Music News Blog, Country Music News International, Country Routes
News Blog, and BUZZNET covered the single release (Appendix E, pages 5054).
The lyric video was also promoted on Kara’s official website, Facebook, and
Twitter. At the time of the “Without Him” single release, Kara’s social media
numbers were:
Twitter: 1,170 followers
Facebook: 590 likes
YouTube: 4,192 subscribers
Instagram: 441 followers
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Official Website: 306 hits
Total cost for this phase of the campaign: $0

PHASE FOUR: “SOUTH DAKOTA” SINGLE RELEASE
Goal: Execute a full-fledged single release
Objective: Release an original song that receives thousands of views on
YouTube
Strategy: Commission both a lyric video and music video to promote the
song
Tactics:
 Use YouTube to premiere the videos to Kara’s thousands of
subscribers
 Promote the videos using other forms of social media, like
Facebook and Twitter
 Send press release to country music bloggers to publicize the
release
Immediately prior to launching the second single, I focused on increasing
Kara’s Facebook following. Having never used Facebook Advertising before, I
found a deal for new users. On Fiverr, a website that sells online services for
$5, there was a coupon available for $50 worth of Facebook Advertising
credits. I used this to promote Kara’s Facebook page for the month of January
2013.
Facebook lets you customize who is targeted with the ad, so I chose both
females and males between the ages of 13-23 that also “like” Taylor Swift on
Facebook and are from the United States or Canada. This kind of
customization allowed me to target the people I thought would be most
interested in Kara’s music. This promotion yielded 274 additional page “likes”
and reached 44,495 Facebook users.
In addition to having more people to reach, additional “likes” also improves
Facebook Insights. Facebook Insights provides valuable demographics and
location information that can be especially helpful when planning shows.
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Facebook Insights

In February 2013, I prepared to release another single from Glass, with a fullfledged promotional push. The song “South Dakota” showed a more mature
side to Kara’s songwriting and a different aspect of the record.
Like the previous single, this release was also set up with a lyric video. I hired
a Capitol Records employee to create the lyric video for $350. The lyric video
debuted in mid-February, and was backed by a round of blog promotion. I
reached out to country music bloggers to promote the lyric video release,
along with Kara’s upcoming show at Syracuse University in April. However, this
was slightly lighter than the promotion for the “Without Him” lyric video, as it
was only the first push for this single.

“South Dakota” Lyric Video Screen Capture

Opening New Windows… Page 11
Although Kara has posted many YouTube videos, she never released a music
video for one of her original songs. I planned a music video shoot with a
student crew from Syracuse University’s S.I. Newhouse School of Public
Communications. All of the crew and actors agreed to do the music video for
free. However, I budgeted $500 for lodging, transportation, food services, and
other production expenses.
The music video was shot during the first weekend of March. Leading up to
the video release, I uploaded many behind the scenes photos to Kara’s social
media accounts and also compiled a behind the scenes video to post on
YouTube, to build hype for the premiere.

South Dakota Music Video Pre-Release Promotion

The video premiered at Kara’s headlining show on April 5th, and later debuted
on YouTube on April 8th. To promote the video following its release, I spent
$15 on Facebook advertising. This resulted in 4,388 users seeing Kara’s
status with a link to watch the video. To promote the music video release, I
also updated Kara’s Facebook banner (Appendix B, page 37).
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“South Dakota” Music Video Screen Capture

On Twitter, I used TweetAdder to send all of Kara’s followers a direct message
with a link to watch the video. I asked for their thoughts in return, in an effort
to further engage them. Although the initial tweet was automated, I responded
in a more personalized manner to anyone who wrote back. I further
encouraged those users to share with their followers. I also “retweeted”
anyone who commented publicly on the video and “favorited” all the posts.

Direct Message Correspondence
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I sent a press release (Appendix A, page 26) to country music bloggers
following the music video release, resulting in a feature on the popular blog,
Country’s Chatter (Appendix E, page 58). In two weeks, the video has logged
2,000+ YouTube views, which is respectable for an original song by an
independent artist.
At the time of the “South Dakota” single release, Kara’s social media numbers
were:
Twitter: 1,252 followers
Facebook: 926 likes
YouTube: 4,222 subscribers
Instagram: 500 followers
Official Website: 571 hits
Total cost for this phase of the campaign: $870

PHASE FIVE: SUTUBE CONCERT
Goal: Transition Kara from YouTube artist to headlining performer
Objective: Fill an intimate venue with a capacity of 65 people
Strategy: Partner with other YouTube artists and performers to promote the
show
Tactics:
 Promote the show via social media (Twitter, Facebook)
 Use flyers and posters to publicize the show in the Syracuse-area
 Garner press coverage from campus media leading up to the show
The goal of eventually taking Kara from the screen to the stage came to
fruition with a show at Syracuse University’s Jabberwocky Café. Kara was set
to be joined by fellow YouTube singer-songwriters, Grace Doty and Heather
Janssen, and Syracuse University’s all-male a cappella group, Otto Tunes. The
concert, which I branded as “SUTube,” would take place on April 5, 2013.
The show was promoted heavily using social media. Both Grace and Heather
have larger followings than Kara. They created YouTube videos to advertise
the show, in addition to posting updates on Twitter and Facebook (Heather
later had to withdraw from the show and did not perform). Otto Tunes also
promoted the show on their social media pages, reaching a more Syracusecentric fan base. I did similar promotion on Kara’s official website and social
media pages. A Facebook event page was also created to invite students from
Syracuse University and fans in Central New York.
Leading up to the SUTube concert, I used TweetAdder aggressively to search
users tweeting keywords like, “country music,” “Taylor Swift,” and “YouTube,”
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within a 25 mile radius of Syracuse, New York. This helped Central New York
locals discover Kara before the show.
The show was also promoted in Syracuse University’s newsletter and news
site (Appendix E, page 56). Various Syracuse University social media pages
affiliated posted about the concert.

Facebook Event Page

We also did more traditional promotion, hanging flyers and posters around
campus. I printed 200 8.5”x11” posters, 51 11”x17”, and one large 34”x76”
kiosk poster for outside the venue. The printing cost $118.70. A digital poster
was also created for online postings (Appendix D, page 45-48). However,
these posters still had a digital media element, with QR codes leading to a
YouTube video for each of the artists. On some of the posters, an additional
QR code was added to RSVP on Facebook. The flyers and posters were placed
around Syracuse University and within the Greater Syracuse-area.
I also purchased radio advertisements on Z89, Syracuse University’s Top 40
station, for the week of the show. The 30-second spots promoted the concert
and also played snippets of the artists’ music. It cost $105.
A press release was sent to campus media (Appendix A, page 24) to secure
coverage leading up to and for the day of the show. The morning of the
concert, Kara and Grace appeared on both WERW and Z89 (Syracuse
University radio stations) to promote the event. WERW interviewed each of
them for 20 minutes. Z89 also interviewed Kara and Grace and they
performed an acoustic cover of Taylor Swift’s “22” on air.
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That afternoon, I taped Kara and Grace’s cover of “22” during rehearsal and
uploaded it to Kara’s YouTube page. This video served as some last minute
publicity for the show and was spread via social media. The video quickly
racked up hundreds of hits and continued to serve as promotion for both
artists after the concert. Behind the scenes footage was also taken the day of
the show for a video blog (“vlog”).

Vlog Screen Capture

At the SUTube concert, Kara and Grace performed both original music and
covers. Orange Television Network, Syracuse University’s campus cable TV
station, taped the show and one of Z89’s DJs hosted the event. Additionally,
staff from WERW were in attendance and posted a review following the
concert (Appendix E, page 57). At the show, promotional flyers with social
media info for all the acts were available for attendees (Appendix D, page 49).
This was the most expensive phase of the project. Venue rental and
technology cost $315. Lodging for Kara cost $318 and $100 was budgeted
for food and transportation. However, all the seats at the 65-person capacity
venue were filled for the show.
At the time of the SUTube concert premiere, Kara’s social media numbers
were:
Twitter: 1,396 followers
Facebook: 972 likes
YouTube: 4,235 subscribers
Instagram: 540 followers
Official Website: 778 hits
Total cost for this phase of the campaign: $956.70
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PHASE SIX: “CUPS” COLLABORATION
Goal: Create a viral hit
Objective: Get tens of thousands of views on a YouTube video in a matter of
days
Strategy: Select a cover song with viral potential and partner with a large
YouTube platform
Tactics:
 Promote the video on social media (Twitter, Facebook)
 Receive endorsements from YouTube celebrities
 Garner press coverage from bloggers and Syracuse University
media during the video's rise
When Grace and Kara were in Syracuse, I had them film a collaboration video
with Otto Tunes. Capitalizing on the “Cups” song from the movie Pitch Perfect,
the girls and members of Otto Tunes learned to play the “cups” and recorded
a cover.
The cover video was filmed and edited with the help of Syracuse University’s
College of Visual and Performing Arts. Instead of premiering it on one of the
artists’ YouTube channels, I secured a deal with myISH to debut the video.
myISH is a YouTube partner that creates music and pop culture-related
content. Their channel has 175,000+ subscribers and 13.5+ million views.
This provided a much larger platform for the video.
The video premiered on April 13th. That same weekend, the Pitch Perfect cast
reunited for a performance on the MTV Movie Awards and Anna Kendrick (the
song’s original performer) released a music video for the track. The video was
promoted on all of the performers’ social media sites and on myISH’s online
properties. I also sent a press release (Appendix A, page 28) to pop music,
pop culture, and a cappella bloggers. In addition, I worked with Syracuse
University’s social and news media teams to promote the video.

The Daily Orange, Syracuse University’s newspaper, also ran a feature story on
the collaboration (Appendix E, page 60). Having Otto Tunes involved allowed it
to spread among Syracuse University students on Facebook. I also tweeted
the link to various YouTube stars I thought would be interested in the video.
Tweet from Internet Celebrity Michael Buckley (620,000+ followers)
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In 24 hours, the video received 44,000+ views and 1,500+ “likes.” The video
quickly started to receive positive attention across the Internet, receiving
support from music bloggers, Internet personalities, and Syracuse University
(Appendix E, page 59). After only two days, the video hit 60,000+ views and
2,000+ “likes.” As the video went viral, I worked to capitalize on its success
for Kara. I routinely did Twitter searches to find users who posted a link or
comment about the video and followed them. In return, many of them
reciprocated and Kara gained a number of new followers. I also responded to
anyone who tweeted Kara’s official Twitter account directly and “retweeted” or
“favorited” messages of support to increase fan engagement.
Additionally, I had myISH and the performers retweet a post with the video’s
link and the hashtags #PitchPerfect and #MTVMovieAwards during the
ceremony. It became one of the top trending tweets. I used similar methods
on YouTube, “voting up” comments from Kara, so people viewing the video on
myISH would see a link to her channel directly below.
During the week, as the video continued to take off, I contacted local media to
secure coverage for the video with a follow-up press release (Appendix A, page
30). Kara and Grace appeared on Ted and Amy in the Morning, a morning
show on 93Q, Syracuse’s #1 hit music station. Other Syracuse-area radio
stations, including Hot 107.9, Big Frog 104, and B104.7 covered the viral
video on-air and featured it on their websites and social media pages
(Appendix E, pages 61-64). On all of these postings, I “liked,” “rewteeted,” or
“favorited,” from Kara’s official Facebook and Twitter accounts, so her name
would be visible to other people doing the same.
Additionally, the official YouTube Twitter account (that boasts over 26 million
followers) tweeted out a link to the video.

Tweet from YouTube (26+ million followers)

Following the endorsement from YouTube, I tweeted the stars of Pitch Perfect
from Kara’s account. Brittany Snow, one of the film’s actors, subsequently
tweeted a link to the video to her 455,000+ followers. Three other actors from
the film also tweeted out a link to the video.
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Tweet from Brittany Snow (450,000+ followers)

All of the performers involved have seen a spike in their followings across all
social media platforms, as the video description links out to their online
properties (official websites, YouTube, Twitter, and Facebook). It is quickly
becoming one of myISH’s most viewed videos and receiving both local and
international attention.
As of April 24, 2013, the video has received over 150,000 views.
At the time of the “Cups” collaboration premiere, Kara’s social media
numbers were:
Twitter: 1,423 followers

Opening New Windows… Page 19
Facebook: 984 likes
YouTube: 4,298 subscribers
Instagram: 559 followers
Official Website: 1025 hits
Total cost for this phase of the campaign: $0

CONCLUSION
The Internet, and particularly social media, provides many
opportunities for musicians to promote their music at no, to a
relatively low, cost. However, it’s not always easy to gain significant
traction. It takes an extra push for people to pay attention to new
artists with original music.
I am confident that Kara’s online presence was significantly
elevated throughout the course of this project. Her following
increased (and in some cases more than doubled) across all her
social media platforms. Her original music has sold better than it
ever has in the past, and for the first time, she received
widespread press coverage.
There is now a solid platform in place to expand upon her growing
fan base and develop her as an artist beyond YouTube.
Final social media numbers, as of April 24, 2013:
Twitter: 1,513 followers
Facebook: 996 likes
YouTube: 4,375 subscribers
Instagram: 568 followers
Official Website: 1,322 hits
TOTAL CAMPAIGN COST: $1990.69

Opening New Windows… Page 20

APPENDIX
APPENDIX A
PRESS RELEASES
“Without Him” Lyric Video Press Release
COUNTRY SINGER-SONGWRITER KARA DELLA VALLE RELEASES “WITHOUT
HIM”
Syracuse, NY, December 28, 2012—Following the release of her entirely selfpenned EP Glass, country singer-songwriter Kara Della Valle is debuting her
first single from the project, “Without Him.” The song features relatable lyrics,
a catchy country melody, and relatively sparse production— allowing Kara’s
voice and story to shine. With over half a million views and thousands of
subscribers on YouTube, Kara’s music may already be familiar to some
country fans. The lyric video for “Without Him” can be seen here:
http://www.youtube.com/watch?v=FtJpxGenf4E
In November 2012, Kara released the follow-up to her successful
independent debut, Out Loud. Her new EP, Glass, is now available at all major
digital outlets. Supported by her large social media following and positive word
of mouth, the EP charted alongside today’s top country artists as it hit the
iTunes Top 100 Country Albums chart during its first week on sale. Kara’s
honesty and accessibility in her lyrics make her a friend and confidant to her
loyal followers, who in return, have supported her every step of the way.
Although Kara’s blend of country, pop, rock, and folk is reminiscent of some of
the great female singer-songwriters of the 90s, like Jewel and Shawn Colvin,
and more recent stars, like Taylor Swift and Michelle Branch, “I want to be the
first ‘Kara Della Valle.’ I’ve done things differently my whole life and I don’t
intend on changing now,” she says.
About Kara Della Valle:
Like fellow Canadian Justin Bieber, 20-year-old Kara Della Valle got her start
on YouTube. Unlike most YouTube artists, however, Kara's first video was an
original song. While her cover videos have also become popular, Kara is first
and foremost a singer-songwriter. Although she’s taken on the likes of
Miranda Lambert and Hunter Hayes, many of her most popular videos remain
original songs. However, Kara’s ready to sing to more than just a camera.
“There are a lot of things you get to experience when you're a musician and I
think performing is my favorite. I'd love to go on tour and introduce people to
my music.” Kara will get to do just that, as she plays her first headlining shows
this spring.
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For more information on Kara Della Valle, please visit:
www.karadellavalle.com
www.youtube.com/kdvalle
www.twitter.com/karadellavalle
www.facebook.com/karadellavallemusic
For more information, contact:
Matt Musacchio
Phone: 315-729-7892
Email: mmusacch@syr.edu
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“South Dakota” Lyric Video Press Release
COUNTRY SINGER-SONGWRITER KARA DELLA VALLE RELEASES “SOUTH
DAKOTA” FROM HER SELF-PENNED EP GLASS
Syracuse, NY, February 13, 2013—Following the release of her entirely selfpenned EP Glass and her first single “Without Him,” country singer-songwriter
Kara Della Valle is releasing her second single from the record, “South
Dakota.”
The song showcases a more mature side to Kara’s songwriting and puts an
original twist on the familiar subject of lost love, combining country, folk, and
pop influences. The lyrics “Baby come find me take my hand/And show me
what I’m short of/Let’s go over the mess of each other’s mistakes/And come
save us/Before I leave South Dakota” make the chorus relatable—even for
those who may have never stepped foot in South Dakota. The lyric video for
“South Dakota” can be seen here:
http://www.youtube.com/watch?v=bSnQw6DQVbg
In November 2012, Kara released the follow-up to her successful
independent debut, Out Loud. Her new EP, Glass, is now available at all major
digital outlets. Supported by her large social media following and positive word
of mouth, the EP charted alongside today’s top country artists as it hit the
iTunes Top 100 Country Albums chart during its first week on sale.
Kara will play her first headlining shows this spring, starting with a concert at
Syracuse University in Syracuse, NY on April 5th.
About Kara Della Valle:
Like fellow Canadian Justin Bieber, 20-year-old Kara Della Valle got her start
on YouTube. Unlike most YouTube artists, however, Kara's first video was an
original song. While her cover videos have also become popular, Kara is first
and foremost a singer-songwriter. Although she’s taken on the likes of
Miranda Lambert and Hunter Hayes, many of her most popular videos remain
original songs. However, Kara’s ready to sing to more than just a camera.
“There are a lot of things you get to experience when you're a musician and I
think performing is my favorite. I'd love to go on tour and introduce people to
my music.” Kara will get to do just that, as she plays her first headlining shows
this spring.
For more information on Kara Della Valle, please visit:
www.karadellavalle.com
www.youtube.com/kdvalle
www.twitter.com/karadellavalle
www.facebook.com/karadellavallemusic
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For more information, contact:
Matt Musacchio
Phone: 315-729-7892
Email: mmusacch@syr.edu
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SUTube Press Release
FROM THE SCREEN TO THE STAGE: YOUTUBE ARTISTS SET TO PERFORM AT
SYRACUSE UNIVERSITY
Syracuse, NY, April 1, 2013—On Friday, April 5th, three of YouTube’s most
popular singer-songwriters are joining forces and performing together at
Syracuse University. SUTUBE brings together Kara Della Valle, Grace Doty, and
Heather Janssen for a concert event in Jabberwocky Café (within Schine
Student Center) at 8:00 p.m. With a combined total of over 4 million views,
these YouTube artists are coming together for the first time to perform some
of their most popular covers and original material. From Macklemore to Taylor
Swift, you can expect to hear an acoustic twist on some of today’s biggest hits
from three of YouTube’s most promising young talents. They will also be joined
by Otto Tunes, Syracuse University’s all-male a cappella group, for a special
collaboration. The show is free and open to the public.
About Kara Della Valle:
Like fellow Canadian Justin Bieber, 20-year-old Kara Della Valle got her start
on YouTube. Unlike most YouTube artists, however, Kara's first video was an
original song. While her cover videos have also become popular, Kara is first
and foremost a singer-songwriter. In November 2012, Kara released the
follow-up to her successful independent debut, Out Loud. Her new EP, Glass,
is now available at all major digital outlets. During its first week on sale, Glass
hit the Top 100 Country Albums chart on iTunes. Although Kara’s blend of
country, pop, rock, and folk is reminiscent of some of the great female singersongwriters of the 90s, “I want to be the first ‘Kara Della Valle,’” she says,
“I’ve done things differently my whole life and I don’t intend on changing now.”
For more on Kara, please visit:
www.karadellavalle.com
www.youtube.com/kdvalle
www.twitter.com/karadellavalle
www.facebook.com/karadellavallemusic
About Grace Doty:
Grace Doty is a pop rock singer/songwriter from Westchester, New York. Her
musical influences include the complex harmonies of Crosby Stills & Nash and
the classic rock tunes of The Beatles, as well as acts such as Paramore,
Susan Tedeschi, Alison Krauss and John Mayer. In addition to being a selftaught multi-instrumentalist and classically trained vocalist, Grace is an avid
songwriter. Grace's uniquely edgy and honest style of songwriting balances
sweet and haunting melodies with poetry, clever word-play, and just the right
amount of classic rock n' roll. Her debut EP, Stuff From My Brain, is now
available on iTunes. For more on Grace, place visit:
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www.gracedoty.com
www.youtube.com/gracesings
www.twitter.com/gracesings91
www.facebook.com/gracedotymusic
About Heather Janssen:
Heather Janssen is a singer-songwriter from Dundas, Ontario. She is known
for her acoustic covers on YouTube, tackling artists ranging from Macklemore
& Ryan Lewis to Justin Bieber. However, her most popular video on YouTube is
an original song. Heather’s songwriting skills can be heard on self-penned
compositions like “My Mind’s Made Up” and “Checkers,” the latter of which
has nearly 300,000 hits. Heather’s acoustic mix of folk and pop draws
comparisons to some of the greatest female singer-songwriters of our time,
like Jewel and Sarah McLachlan. Studio versions of both her cover songs and
original material can be found on iTunes. For more on Heather, please visit:
www.facebook.com/heatherjanssenmusic
www.youtube.com/heatherjanssen
www.twitter.com/heatherjanssen
www.facebook.com/heatherjanssenmusic
About Otto Tunes
Otto Tunes is Syracuse University's premiere all-male a cappella group. They
are comprised of 19 young men ready to sing their hearts out for you. After
bursting onto the collegiate a cappella scene in 2011, they are primed for big
things. Their first full-length album is set to debut this year. For more on Otto
Tunes, please visit:
www.ottotunes.com
www.youtube.com/ottotunessu
www.twitter.com/ottotunes
www.facebook.com/ottotunes
For more information, contact:
Matt Musacchio
Phone: 315-729-7892
Email: mmusacch@syr.edu
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“South Dakota” Music Video & “22/All You Wanted” Mashup
Press Release
KARA DELLA VALLE PREMIERES “SOUTH DAKOTA” MUSIC VIDEO AND TAKES
ON TAYLOR SWIFT
Syracuse, NY, April 8, 2013—Last month, rising country singer-songwriter Kara
Della Valle shot her first music video for an original song. Today, the video
debuts exclusively on her YouTube channel, where she has nearly half a
million views and thousands of subscribers. The music video for "South
Dakota" shows Kara looking for the love she left behind, with a surprising twist
at the end you won't want to miss! "South Dakota" is taken from Kara's
entirely self-penned EP Glass, which debuted in the Top 100 Country Albums
chart on iTunes. You can view the exclusive video premiere here:
http://www.youtube.com/watch?v=6S29pgEOFa8
20-year-old Della Valle hails from Niagara Falls, Canada. This weekend, she
played her first headlining show to a packed house at Syracuse University,
joined by YouTube star Grace Doty. They did a unique acoustic cover of Taylor
Swift's "22," mashing it with Michelle Branch's "All You Wanted." You can also
watch that video on Kara's YouTube channel:
http://www.youtube.com/watch?v=gA4XtsZl128
About Kara Della Valle:
Like fellow Canadian Justin Bieber, 20-year-old Kara Della Valle got her start
on YouTube. Unlike most YouTube artists, however, Kara's first video was an
original song. While her cover videos have also become popular, Kara is first
and foremost a singer-songwriter. In November 2012, Kara released the
follow-up to her successful independent debut, Out Loud. Her new EP, Glass,
is now available at all major digital outlets. During its first week on sale, Glass
hit the Top 100 Country Albums chart on iTunes. Although Kara’s blend of
country, pop, rock, and folk is reminiscent of some of the great female singersongwriters of the 90s, “I want to be the first ‘Kara Della Valle,’” she says,
“I’ve done things differently my whole life and I don’t intend on changing now.”
For more on Kara, please visit:
www.karadellavalle.com
www.youtube.com/kdvalle
www.twitter.com/karadellavalle
www.facebook.com/karadellavallemusic
About Grace Doty:
Grace Doty is a pop rock singer/songwriter from Westchester, New York. Her
musical influences include the complex harmonies of Crosby Stills & Nash and
the classic rock tunes of The Beatles, as well as acts such as Paramore,
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Susan Tedeschi, Alison Krauss and John Mayer. In addition to being a selftaught multi-instrumentalist and classically trained vocalist, Grace is an avid
songwriter. Grace's uniquely edgy and honest style of songwriting balances
sweet and haunting melodies with poetry, clever word-play, and just the right
amount of classic rock n' roll. Her debut EP, Stuff From My Brain, is now
available on iTunes. For more on Grace, place visit:
www.gracedoty.com
www.youtube.com/gracesings
www.twitter.com/gracesings91
www.facebook.com/gracedotymusic
For more information, contact:
Matt Musacchio
Phone: 315-729-7892
Email: mmusacch@syr.edu
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“Cups” Music Video Press Release
YOUTUBE STARS TEAM WITH A CAPPELLA GROUP FOR “CUPS”
COLLABORATION EXCLUSIVELY ON MYISH
Syracuse, NY, April 13, 2013—YouTube stars Kara Della Valle and Grace Doty
have teamed with Syracuse University's all-male a cappella group Otto Tunes
for a special collaboration. Their cover of "Cups," popularized by Anna
Kendrick in the movie Pitch Perfect, recently debuted on the myISH YouTube
channel. To watch the completely a cappella rendition, with the only
instrumentation coming from a chorus of red Solo cups, click here:
http://www.youtube.com/watch?v=26Uftr-jWz4.
The song is also available for download on iTunes: http://bit.ly/cupsitunes
About Kara Della Valle
Like fellow Canadian Justin Bieber, 20-year-old Kara Della Valle got her start
on YouTube. Unlike most YouTube artists, however, Kara's first video was an
original song. While her cover videos have also become popular, Kara is first
and foremost a singer-songwriter. In November 2012, Kara released the
follow-up to her successful independent debut, Out Loud. Her new EP, Glass,
is now available at all major digital outlets. During its first week on sale, Glass
hit the Top 100 Country Albums chart on iTunes.
For more on Kara, please visit:
www.karadellavalle.com
www.youtube.com/kdvalle
www.twitter.com/karadellavalle
www.facebook.com/karadellavallemusic
About Grace Doty
Grace Doty is a pop rock singer/songwriter from Westchester, New York. Her
musical influences include the complex harmonies of Crosby Stills & Nash and
the classic rock tunes of The Beatles, as well as acts such as Paramore,
Susan Tedeschi, Alison Krauss and John Mayer. In addition to being a selftaught multi-instrumentalist and classically trained vocalist, Grace is an avid
songwriter. With nearly a million views on YouTube and thousands of
subscribers, her covers and original materials have earned her a dedicated
online fan base.
For more on Grace, please visit:
www.gracedoty.com
www.youtube.com/gracesings
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www.twitter.com/gracesings91
www.facebook.com/gracedotymusic
About Otto Tunes
Otto Tunes is Syracuse University's premiere all-male a cappella group. They
are comprised of 19 young men ready to sing their hearts out for you. After
bursting onto the collegiate a cappella scene in 2011, they are primed for big
things. Their first full length album is set to debut this year.
For more on Otto Tunes, please visit:
www.ottotunes.com
www.youtube.com/ottotunessu
www.twitter.com/ottotunes
www.facebook.com/ottotunes
About myISH
myISH is part of IconicTV, a digital entertainment company started by Michael
Hirschorn, former head of programming at VH1, and Larry Aidem, former CEO
of the Sundance Channel. myISH is an official YouTube partner that
specializes in creating music and pop culture content. myISH has premiered
exclusive music videos and live performances from artists like Carly Rae
Jepsen, The Pretty Reckless, and Youngblood Hawke. Its sister channels
include, JAY Z's Life+Times and The Hillywood Show.
For more on myISH, please visit:
www.iconictv.com
www.youtube.com/myish
www.twitter.com/myishchannel
www.facebook.com/myishchannel
For more information, contact:
Matt Musacchio
Phone: 315-729-7892
Email: mmusacch@syr.edu
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“Cups” Music Video Press Release Follow-up
SYRACUSE UNIVERSITY’S TAKE ON “CUPS” GOES VIRAL
Syracuse, NY, April 17, 2013—In just three days, “Cups” featuring YouTube
stars Kara Della Valle and Grace Doty, along with Syracuse University’s allmale a cappella group Otto Tunes, has gone viral. It has been viewed over
80,000 times and has also received over 2,600 “likes” on YouTube. The
collaboration has started to receive press attention, being featured on various
blogs and news websites.
Their cover of "Cups," popularized by Anna Kendrick in the movie Pitch
Perfect, debuted on the myISH YouTube channel. To watch the completely a
cappella rendition, with the only instrumentation coming from a chorus of red
Solo cups, click here: http://www.youtube.com/watch?v=26Uftr-jWz4.
The song is also available for download on iTunes: http://bit.ly/cupsitunes
About Kara Della Valle
Like fellow Canadian Justin Bieber, 20-year-old Kara Della Valle got her start
on YouTube. Unlike most YouTube artists, however, Kara's first video was an
original song. While her cover videos have also become popular, Kara is first
and foremost a singer-songwriter. In November 2012, Kara released the
follow-up to her successful independent debut, Out Loud. Her new EP, Glass,
is now available at all major digital outlets. During its first week on sale, Glass
hit the Top 100 Country Albums chart on iTunes.
For more on Kara, please visit:
www.karadellavalle.com
www.youtube.com/kdvalle
www.twitter.com/karadellavalle
www.facebook.com/karadellavallemusic
About Grace Doty
Grace Doty is a pop rock singer/songwriter from Westchester, New York. Her
musical influences include the complex harmonies of Crosby Stills & Nash and
the classic rock tunes of The Beatles, as well as acts such as Paramore,
Susan Tedeschi, Alison Krauss and John Mayer. In addition to being a selftaught multi-instrumentalist and classically trained vocalist, Grace is an avid
songwriter. With nearly a million views on YouTube and thousands of
subscribers, her covers and original materials have earned her a dedicated
online fan base.
For more on Grace, please visit:
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www.gracedoty.com
www.youtube.com/gracesings
www.twitter.com/gracesings91
www.facebook.com/gracedotymusic
About Otto Tunes
Otto Tunes is Syracuse University's premiere all-male a cappella group. They
are comprised of 19 young men ready to sing their hearts out for you. After
bursting onto the collegiate a cappella scene in 2011, they are primed for big
things. Their first full length album is set to debut this year.
For more on Otto Tunes, please visit:
www.ottotunes.com
www.youtube.com/ottotunessu
www.twitter.com/ottotunes
www.facebook.com/ottotunes
About myISH
myISH is part of IconicTV, a digital entertainment company started by Michael
Hirschorn, former head of programming at VH1, and Larry Aidem, former CEO
of the Sundance Channel. myISH is an official YouTube partner that
specializes in creating music and pop culture content. myISH has premiered
exclusive music videos and live performances from artists like Carly Rae
Jepsen, The Pretty Reckless, and Youngblood Hawke. Its sister channels
include, JAY Z's Life+Times and The Hillywood Show.
For more on myISH, please visit:
www.iconictv.com
www.youtube.com/myish
www.twitter.com/myishchannel
www.facebook.com/myishchannel
For more information, contact:
Matt Musacchio
Phone: 315-729-7892
Email: mmusacch@syr.edu
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APPENDIX B
ELECTRONIC PRESS KIT
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APPENDIX B
SOCIAL MEDIA & WEB DESIGN
Facebook Banners (www.facebook.com/karadellavallemusic)
Pre-Album Release

Glass Album Release

“South Dakota” Single Release
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Twitter Background (www.twitter.com/karadellavalle)

Twitter Banners
Pre-Album Release
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Album Release

YouTube Skins (www.youtube.com/kdvalle)
Album Release
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CMT Artist Page (http://www.cmt.com/artists/kara-della-valle/)
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Official Website (www.karadellavalle.com)
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APPENDIX C
ALBUM ARTWORK
Glass Album (Front)
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Glass Album (Back)
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“Cups” Single Cover
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APPENDIX D
SUTUBE POSTERS & PROMO MATERIALS
8.5”x11” Poster

REMEMBRANCE
WEEK
FEATURING 3 OF YOUTUBE’S MOST POPULAR
SINGER-SONGWRITERS & SPECIAL GUESTS!

KARA DELLA VALLE

www.youtube.com/kdvalle
@karadellavalle!

GRACE DOTY

www.youtube.com/gracesings
@gracesings91

HEATHER JANSSEN

www.youtube.com/heatherjanssen
@heatherjanssen

!"#$%&'

SCAN THE QR
CODES TO
HEAR THE
PERFORMERS!

OTTO TUNES

www.youtube.com/ottotunessu
@ottotunes

FRIDAY, APRIL 5TH @ 8:00 p.m.
Jabberwocky Café, Schine Student Center
Syracuse University

FREE & OPEN TO THE PUBLIC!
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11”x17” Poster

REMEMBRANCE
WEEK
FEATURING YOUTUBE’S MOST POPULAR
SINGER-SONGWRITERS & SPECIAL GUESTS!

KARA DELLA VALLE

!"#$%&'

GRACE DOTY

!"#$%&'

HEATHER JANSSEN

!"#$%&'

OTTO TUNES

!"#$%&'

www.youtube.com/kdvalle
@karadellavalle!

www.youtube.com/gracesings
@gracesings91!

www.youtube.com/heatherjanssen
@heatherjanssen!

www.youtube.com/ottotunessu
@ottotunes!

FRIDAY, APRIL 5TH @ 8:00 p.m.
Jabberwocky Café, Schine Student Center
Syracuse University

FREE & OPEN TO THE PUBLIC!
SCAN TO RSVP
ON FACEBOOK
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34”x76” Kiosk Poster

SU TUBE
FEATURING 3 OF YOUTUBE’S MOST
POPULAR SINGER-SONGWRITERS!

KARA DELLA VALLE
www.youtube.com/kdvalle
@karadellavalle

GRACE DOTY

www.youtube.com/gracesings
@gracesings91

HEATHER JANSSEN

www.youtube.com/heatherjanssen
@heatherjanssen

AND SPECIAL GUESTS…

OTTO TUNES

www.youtube.com/ottotunessu
@ottotunes

FRIDAY, APRIL 5TH
8:00 p.m.

Jabberwocky Café, Schine Student Center
Syracuse University

FREE & OPEN TO THE PUBLIC!
SCAN TO RSVP
ON FACEBOOK

Opening New Windows… Page 48
Digital Poster

REMEMBRANCE
WEEK
FEATURING 3 OF YOUTUBE’S MOST POPULAR
SINGER-SONGWRITERS & SPECIAL GUESTS!

KARA DELLA VALLE

GRACE DOTY

HEATHER JANSSEN

OTTO TUNES

FRIDAY, APRIL 5TH @ 8:00 p.m.
Jabberwocky Café, Schine Student Center
Syracuse University

FREE & OPEN TO THE PUBLIC!
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Promotional Flyer
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APPENDIX E
PRESS
The Ruben Jay Radio Show – Interview (November 2012)
http://www.rubenjay.com/kara-della-valle-live-on-the-ruben-jayshow/
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Country Music News Blog – Feature (January 2013)
http://www.countrymusicnewsblog.com/kara-della-valle-newartist
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Country Music News International – Interview (January 2013)
http://countrymusicnewsinternational.blogspot.com/2013/01/int
erview-with-kara-della-valle.html
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Country Routes News Blog – Feature (January 2013)
http://countryroutesnews.blogspot.com/2013/01/country-bitesnews-snippets-dec-17-dec.html
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BUZZNET – Interview (January 2013)
http://gabbiebrown.buzznet.com/user/journal/17308481/buzzn
ets-fresh-face-youtuber-kara/
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Music News Nashville – Feature (February 2013)
http://www.musicnewsaustin.com/country-singer-songwriterkara-della-valle-releases-south-dakota-from-her-self-penned-epglass
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Syracuse University News – Feature (April 2013)
http://news.syr.edu/youtube-sensations-to-perform-friday-atjabberwocky/
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WERW Real College Radio – Review (April 2013)
http://werwradio.wordpress.com/2013/04/07/sutube-review/
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Country’s Chatter – Feature (April 2013)
http://www.countryschatter.com/2013/04/canadiansingersongwriter-kara-della-valle-brings-shares-her-music-withus/
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Syracuse University News – Feature (April 2013)
http://news.syr.edu/vpa-video-cups-when-im-gone-goes-viral40499/
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The Daily Orange – Feature (April 2013)
http://dailyorange.com/2013/04/cups-when-im-gone-videofeaturing-otto-tunes-goes-viral/
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Hot 107.9 – Feature (April 2013)
http://www.hot1079.com/pages/AJ.html?article=11196279
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93Q – Feature (April 2013)
http://www.93q.com/common/more.php?m=49&action=blog&r=1
1
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Big Frog 104 – Feature (April 2013)
http://bigfrog104.com/syracuse-a-cappella-group-otto-tunescovers-cups-when-im-gone/?trackback=fbshare_top
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Bridge Street – Feature (April 2013)
http://www.9wsyr.com/content/bridge_street/default.aspx
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APPENDIX F
YOUTUBE LINKS
“Without Him” Lyric Video
http://www.youtube.com/watch?v=bSRpof2f0cM
“South Dakota” Lyric Video
http://www.youtube.com/watch?v=bSnQw6DQVbg
“South Dakota” Music Video
http://www.youtube.com/watch?v=6S29pgEOFa8
“22/All You Wanted” Cover Video
http://www.youtube.com/watch?v=gA4XtsZl128
“Cups” Cover Video
http://www.youtube.com/watch?v=26Uftr-jWz4
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Reflective Essay
When I started planning my Capstone Project, I knew I wanted to have
something creative, but also wanted to produce a significant written
component. As a public relations major and music industry minor, I was
interested in managing an artist and promoting that artist using various forms
of social media. I developed an idea to create a promotional plan (along with
all the accompanying materials) and also prepare a written case study on the
effectiveness of the different tactics used.
During the initial planning period of my project, I thought I would be
working with a Nashville-based pop/rock group, Half Priced Hearts. A manager
I had collaborated on many projects with in the past was developing them,
and I was set to work under her guidance on this project. It would be my first
foray into actual artist development, but it would still be very similar to the
previous experiences I’ve had working under established managers. However,
this past summer, I found out the band had lost a number of its members and
they were no longer working with my contact. Up until that point, all the work I
had done for them had been commissioned through their manager. Although I
still had the opportunity to reach out to them and continue on the same
course, I decided to discover my own artist to develop and manage myself.
I’ve worked alongside other managers for the past four years, so I figured it
was time to branch out on my own and start calling the shots.
During my internship in 2011, I remembered hearing an original song
from a YouTube artist that stuck with me. Her name was Kara Della Valle. It
was the only song from a YouTube artist I had actually downloaded on iTunes.
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Since that point, I had been following her progress, but noticed not much was
happening. I reached out to her see if she had a manager and explained the
project I was working on. It was a long shot, but I was hopeful that she would
respond. Luckily, she wasn’t working with anyone in the industry and seemed
eager to take her career to the next level. Suddenly, I was working with a new
artist and I was solely in charge of guiding her career.
When I first started working with Kara in August 2012, she was in the
beginning stages of recording her second album. However, she didn’t have
much of an online presence beyond YouTube. Essentially, I was building
everything from the ground up. I started streamlining all of her social media to
develop a brand image. Before the album campaign, I used personal photos
from Kara’s Instagram to design Facebook and Twitter banners. These images
help solidify her relatable, girl-friendly image.
However, the majority of the design work and social media strategy
came with the announcement of her new album. I worked to rebrand all of
Kara’s digital properties to coincide with her November album release. I
redesigned her YouTube, Twitter, and Facebook pages to create a cohesive
look across all of Kara’s social media platforms. I used the same main image,
which was also used for the Glass album cover, on all of these pages.
As an independent artist, this was a very DIY release. I also designed
the album artwork using a photo that Kara took herself. I photoshopped the
picture and designed a new logo for the album cover. I looked at designs and
branding from Taylor Swift, and other pop culture personalities, like Lauren
Conrad, for inspiration. These celebrity figures share a similar fan base with
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Kara, and I wanted to develop a parallel image for her. I wanted to create a
feminine, but sleek look for Kara’s album and online properties.
Kara's official website launched during the first week of November, to
coincide with her album release. The site design prominently features the
picture used for her album cover and has a light, feminine color scheme. As
the majority of Kara's fans are young females, I went with mostly light blues,
pinks, and tans for the design. It's also reflective of her mostly soft,
introspective acoustic music. I looked at various young, female singersongwriter websites for design and content inspiration when working on the
official site.
Although many independent artists exist solely on social media, having
an official website is important to present an artist in his or her best light. It's
a completely controlled platform. Kara's site brings together all of her social
media properties, showing fans where they can reach her across the web.
News and updates on the main page highlight Kara's recent press mentions
and interviews, in addition to upcoming events.
The site hasn't received as much traffic as I expected, given that Kara's
following across the various social media platforms is much larger. While I do
keep the site updated, it's much easier to reach a larger number of fans by
posting on social media.
Kara's first, and still her largest social media platform, is YouTube. As a
YouTube native, she has a pretty good handle on the site herself. However,
the past two summers I have interned at a company that's an official YouTube
partner and deals mostly with music-related content. Because of my
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experience there, I was able to optimize Kara's channel for maximum views
and exposure. I added “tags” to her videos to increase the likelihood that they
would appear in searches for different keywords and subsequently saw a
spike in views.
Throughout the past nine months, I have promoted Kara's cover
videos, ranging from Miranda Lambert's "More Like Her" to Hunter Hayes'
"Wanted." I encouraged Kara to cover country songs, to bolster her
authenticity in that genre. Cover videos are important to open her up to the
fan bases of other artists who may not know of her, but the focus has been
increasingly on her new original music. I wanted to position her as a singersongwriter as opposed to someone who just sings other artists' songs.
I also partnered with various DIY fashion and beauty video bloggers on
YouTube to have them play Kara's music in the background of the videos.
With hundreds of thousands of views and subscribers, this has been great
exposure for Kara that has driven the sales of her original material. In March,
Kara attended Playlist Live, an event in Orlando that brings together YouTube
personalities from around the world. She used that opportunity to make
further connections and promote her music among the YouTube community.
Although Kara got her start on YouTube, Twitter has recently been the
most important social media platform to promote Kara's music. I set up an
"official" account (@karadellavalle) to focus more on her music. Since then, we
have amassed over 1,500 followers.
The Twitter account allows me to manage many interactions that
appear to come from Kara, but are actually automated (or come from me). I
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don’t see this as inauthentic, as many artists have a social media manager
and the messages are solely for promotional purposes. We also disclosed on
Twitter that Kara and her manager run the account, with messages coming
from both of us.
I looked at Twitter feeds of major artists like Lady Gaga and Rihanna to
see how their social media messages were crafted before tweeting for Kara.
On Twitter, I always made sure to “retweet” or “favorite” the users who
mention her and respond to any questions. It's also a great tool to interact
with and thank fans, bloggers, and other media who help to promote her.
While Twitter is great for short messages and lyrics that are likely to be
“favorited” or “retweeted,” Facebook is ideal to post media and ask fans
questions. When choosing which songs to release as singles, I often posed the
question to fans on Facebook. I also used Facebook to “like” certain music
blogs and artists that have shown Kara support. As with any social media site,
I always made sure to respond and reciprocate when fans took the time to ask
questions or post messages.
Kara is very active on Instagram and has gained a substantial number
of followers simply by posting photos during our time working together. Her
Instagram is embedded on her official site and I also promote it via her other
social media properties by posting her photos from there on Twitter and
Facebook. All of the pictures posted Kara takes herself, giving fans an
authentic look at her day-to-day life. It's also become an important tool to
promote her releases and YouTube videos. She'll often post screen caps from
her covers or behind the scenes pictures. I do have some control and
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influence over her Instagram postings, but not as much as I do over Twitter
and Facebook.
Kara has a Tumblr, that although is largely personal, is included in the
'links' section of her official site and on her press materials. It's very much a
Tumblr blog that any 20-year-old girl would have, filled with quotes, .GIFs, and
pictures. I do not have access to this social media site. I think it's important
for every artist to have at least one digital platform that is completely self-run,
and for Kara, that is her Tumblr. I don't want to taint it with my influence and it
gives fans a much more authentic insight into Kara as a person, rather than
Kara as an artist. However, it works perfectly to develop her brand, as a
relatable singer-songwriter. She does use it to promote her music and videos
from time to time, but it’s mostly for her to connect with her fans and peers on
a different level.
Working with an independent artist, it was easy to see the pros and
cons of social media. On one hand, it’s easy to engage fans in the same way
as a major label artist. I was able to do many things throughout the course of
the album campaign that I’ve also seen executed by much larger acts.
However, it’s more difficult to actually build a fan base and get people to pay
attention without the resources of a major label. Undoubtedly, social media is
leveling the playing field for all artists. I was very pleased with Kara’s
independent release reaching the Top 100 Country Albums chart on iTunes in
its first week. Without a strong social media push, that wouldn’t have been
possible and it’s something that some major label artists struggle to achieve.
Beyond social media promotion, to empower fans and continue to

Opening New Windows… Page 72
promote the album, we launched a web poll to help decide the album’s first
single. The song “Without Him” won the poll and I commissioned a lyric video
to be made for it. Lyric videos are especially popular on YouTube today, and
for an artist like Kara, who’s known for her emotional and personable lyrics,
they are especially important. This was her first professionally made lyric video
and I prepared an electronic press kit to send out to music bloggers to help
promote it. When the lyric video was released, it received coverage on various
country music blogs, including feature articles and interviews.
The electronic press kit, featuring Kara’s biography (which I also
crafted) and other media examples, served as Kara’s first introduction to the
country music press. I also used this to build relationships with the bloggers
for continued coverage. Every time Kara was mentioned, I promoted their
blogs in return on Kara’s social media sites and thanked them for the
coverage. Leading up to and during the album release, everything went very
smoothly. However, as a manager, I did start to face some difficulties shortly
after.
Taking on this project, I didn't realize how much of an actual manager I
would become. At first, I viewed it as not much more than another project.
However, I underestimated the bond that would form between artist and
manager. Over time, I began to experience all of the things I've heard talent
managers talk about. As a manager, you're always at the artist's beck and call.
And oftentimes, artists keep very interesting schedules (to say the least), so
that need can come at anytime. That sometimes means 3:00 a.m. phone calls
expressing worries and insecurities over an album that's set to be released in
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mere hours.
There's never a time during the day when you're no longer that artist's
manager. It is truly a 24-hour job. When the artist needs you, you need to be
available. It's the most important requirement of the job. So, I quickly realized
that this was not a project I could work on at my leisure and set aside when I
had other things to do. Of course, there were periods that were busier than
others, but my role as a manager became all encompassing.
A few months into the project, Kara also experienced some personal
problems. I was fully expecting to handle Kara's business. What I wasn't
necessarily prepared do, was take on more of a management role in all
aspects of her life. Before I started working with Kara, I did not know that she
had anxiety problems and was recovering from an eating disorder. She has
since opened up publicly to her fans about it, so I know she would not mind
me sharing the information.
I don't know if it would have dissuaded me from working with her, but it
certainly gave me a very real (and sometimes complicated) experience as a
manager. More often than not, artists are "tortured" in one way or another. It's
what usually makes their work great. As a manager, it's what makes your work
difficult. However, it was my job to juggle all of that and still try to get the best
out of Kara. I'm someone that's always giving it my all and moving full speed
ahead. At times, it was frustrating to hold back a bit because Kara wasn't
emotionally ready to handle it. In January, she was hospitalized twice for
issues relating to her anxiety. After a few weeks, she assured me that she was
ready to get back to work.
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After Kara started to feel better, I prepared to launch the next single
from the album, “South Dakota.” This was backed by a lyric video made by a
Capitol Records employee who has made many of Katy Perry’s promotional
videos. Another round of blog and social media promotion was put in place to
promote the lyric video. However, this was a slightly lighter than the promotion
for the “Without Him” lyric video, as it was only the first round. This single was
getting a more full-fledged release, complete with a music video.
Since August, Kara and I have been working together, but we never
actually met. Everything that we had done leading up to February could be
done via the phone or Internet. The first time we would meet would be for the
"South Dakota" music video shoot.
A lot of planning went into the pre-production. As executive producer, I
helped assemble a team of roughly 15 people, including Honors senior Kaylee
Karlik, to work on the shoot and secured locations around Central New York to
film at. I booked a hotel for Kara and her two friends accompanying her and
everything was ready to go.
Four hours before Kara was supposed to arrive in town, and right as I
was going to pick up all the equipment, I received a long text from Kara. Just
looking at the length, I knew it wasn't good news. She said someone that was
very close to one of her friends passed away and they weren't going to be able
to make it. If it were a week before the shoot, I could have easily rearranged it
for another time. But, all the locations were secured for the next day and
everyone involved had been scrambling throughout the week to get everything
together. I explained all of this to Kara, and of course I felt an obligation first
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and foremost to her.
But I also had a duty to all the people who had rearranged their
schedules and were doing mostly everything for free. My intuition was also
telling me that more than anything, Kara was nervous about coming to shoot
the video. If it was a family member or close friend, that would have been a
completely different story. There are some circumstances that are
unavoidable and if I absolutely had to cancel the shoot for one of those
reasons, I would have without question.
I explained all this to Kara and offered a solution that wouldn't let
everyone down. I've followed the careers of many artist/manager pairs and
remembered that during Britney Spears' troubled times, she was scheduled to
shoot a music video and didn't show up on set for hours. So, her manager and
label had another artist on their roster waiting in the wings to shoot a video for
one of her songs using the same set, crew, and extras.
I told Kara I would try contacting one of the other female YouTube
artists scheduled to perform with her in April to shoot a music video for one of
their songs that could similarly be used to promote the show. Within minutes,
Kara had a change of heart and was on the way with one of her friends.
During that process, I also realized that I made a rookie mistake. This
was my first time actually meeting Kara and I threw her into the circus of a
music video production. A 16-hour shoot, with a 6:00 a.m. call time, and a
group of about 15 people she has never met working on a very tight schedule,
in a somewhat hectic atmosphere, would be a lot for anyone to handle. It was
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her first time on a shoot of that nature, but we made it through the first day
without any major mishaps.
After the filming of the “South Dakota” music video, I began executing
the next big project: the concert at Syracuse University. In addition to Kara, I
also arranged for two other YouTube artists, Grace Doty and Heather Janssen
to join. They have a very similar acoustic style and sing primarily the same
genre of music. However, both of them actually have larger social media
followings, so it was a good opportunity to promote both Kara and the show to
their fan bases. In addition to the YouTube artists, to have a tie-in with SU and
create an incentive for more students to come, I also arranged for Otto Tunes,
the all-male a cappella group, to perform.
The concert was backed by both traditional and non-traditional
promotion. Hundreds of posters and flyers were put around campus and
throughout the community. An advertisement also ran on Z89 in the week
leading up to the show. Social media promotion played a large role in
advertising the show, as all the acts used Twitter, Facebook, and YouTube to
reach their respective fan bases and promote the event. I also scheduled
interviews for Kara and Grace the day of the show on Z89 and WERW, two
Syracuse University radio stations. Additionally, Orange Television Network
would be taping the event to air on campus television.
In addition to the show, I wanted to create a piece of content that had
a longer shelf life and could serve as promotion for the artists after the actual
event. I created a concept for an a cappella cover video that Kara, Grace, and
Heather could tape with Otto Tunes. I chose the song “Cups” from the popular
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movie, Pitch Perfect. In addition to the movie’s popularity, I chose this song
because it was being released as a digital single on iTunes and promoted to
radio in April. I thought it had the potential to be a big viral hit as well, as the
three girls and Otto Tunes would be providing backing instrumentation using
actual cups, like in the movie. I commissioned a crew from the College of
Visual and Performing Arts to tape the collaboration in a classroom the day of
the show. As the movie also takes place on a college campus, the setting was
ideal.
I secured a deal to have the collaboration premiere on myISH, a musicrelated YouTube channel that has 175,000 subscribers and over 12 million
views. It’s where I interned this past summer and I thought it would be very
good exposure for all the acts, as none of them have nearly as large of
individual platforms.
The day before the show and only hours before she was supposed to
arrive to start preparing for the collaboration, I received an email from
Heather Janssen saying she wasn’t going to be able to make it. At this point,
she was included on all the publicity materials and also scheduled for all the
promotional opportunities the following day. That night, I met with Kara and
Grace to go over a new arrangement for “Cups” and determine a new set list
to compensate for the lack of one performer. Although the notice was very last
minute, we worked around it to still make for the best concert experience
possible.
At the show, I worked with both artists to create set lists comprised of
original songs and covers. Each act performed five songs. I wanted the show
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to be quick paced, sprinkled with cover songs that guests would know. During
rehearsals, I taped Kara and Grace performing a cover of Taylor Swift’s “22.”
The song is Swift’s current single and popular among the college crowd. I
immediately uploaded the video to Kara’s YouTube account and used it to
promote the show via social media in the hours leading up to it.
Even without one of the scheduled performers, the show was a
success with all the seats in Jabberwocky Café filled. In addition to student
attendees, Kara and Grace also had local fans come to the show. However,
the promotion didn’t end after that.
The “Cups” cover video went live on myISH on Saturday, April 13th, just
a little over a week after the show. I served as executive producer on the
shoot and we only had an hour total to both practice with Otto Tunes and film
the clip. Everything moved quickly, because I wanted to capitalize on the
momentum of “Cups.” The day before our video premiered, Anna Kendrick,
who performs this song in Pitch Perfect, premiered her original music video for
the song. That weekend, the Pitch Perfect cast also reunited for a
performance at the MTV Movie Awards. It was perfect timing to roll out our
video and it received over 44,000 views in only 24 hours.
After the weekend premiere, I worked throughout the week to secure
press coverage. I first reached out to campus media, and the video was
posted on Syracuse University’s news site and Twitter and Facebook
accounts. Additionally, I reached out to local media and Kara and Grace were
interviewed on 93Q, while the general manager of Otto Tunes and I appeared
on News Channel 9’s Bridge Street to promote the video.
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I also launched a Twitter campaign for the stars of Pitch Perfect to
notice the video. I had Kara, Grace, and Otto Tunes tweet them a link, and
four actors from the movie recognized it. Brittany Snow, who has nearly half a
million followers, tweeted the link to her fans. YouTube’s official Twitter
account, with over 26 million followers, also tweeted a link endorsing the
video.
In just a week, the video logged over 120,000 views. In addition to
featuring the artist I manage, I was also proud of its connection to Syracuse
University. It was the perfect last component to my Capstone Project and I’m
very happy with its success so far.
None of this would have been possible without the generous Crown
Award from The Renée Crown University Honors Program. I would especially
like to thank Gerard McTigue, budget manager and special projects
coordinator, for overseeing the budget for my project and handling all of my
requests. My idea wasn’t exactly conventional, and I appreciate the Honors
Program, and particularly Eric Holzwarth, for letting me take on a project that
will truly be helpful in my future career. After law school, I plan to pursue artist
management, and this gave me a very real experience—taking on aspects of
promotion, concert planning, production, and talent relations.
I would also like to thank Ulf Oesterle, of Syracuse University’s Bandier
Program, for being my adviser and overseeing this Capstone. His guidance as
both a professor and professional was invaluable as a first-time manager
taking on this project. I’d also like to thank Professor Robert Kucharavy, of
Syracuse University’s S.I. Newhouse School of Public Communications, for
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reading all the written components of my project and keeping track of my
progress.
When I started this project, I wasn’t sure if it any of it would be a
success outside the actual assignment. I knew I could produce creative
material to fulfill the requirements of this project, but I didn’t anticipate
launching a successful EP and viral video. I’m also looking forward to
continuing working with Kara and making her my first official management
client.
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Summary of Capstone Project
For my Capstone Project, I took on a management role for country
singer-songwriter Kara Della Valle from Niagara Falls, Canada. I discovered
Kara on YouTube, where she has a large following, and reached out to her to
collaborate on this project. Although I had an idea of what I wanted to do for
my project, I needed an artist to actually execute it. Unfortunately, I don’t have
any musical talent myself, but luckily Kara agreed to work with me.
For an independent artist, management duties are all encompassing.
Throughout the course of the project, I acted as public relations professional,
digital marketer, producer, graphic designer, and concert promoter, among
other roles.
My Capstone Project consists of both creative and written components.
I served as executive producer on two video shoots for Kara, wrote all of the
press materials to promote her music, and also designed album artwork, her
official website, an electronic press skit, and social media skins. Additionally, I
planned a concert at Syracuse University with Kara, Grace Doty, another
popular YouTube artist, and Otto Tunes, an all-male a cappella group.
In addition to carrying out a full-scale promotional plan over the last
nine months, which included releasing an album and two singles, I also
prepared a case study of the different strategies used. The case study
provides an overview of the tactics used and their effectiveness.
I started working with Kara in August 2012, as she was getting ready
to release her second album in the fall. I took the few months of downtime
before the album release to position her as more than just a YouTube artist.

Opening New Windows… Page 82
Although she has a sizeable YouTube following, it didn’t translate to other
forms of social media. I revamped Kara’s Facebook page and also set up a
Twitter account that could be used to primarily promote her music. In addition
to setting up these pages, I also gave them a more cohesive design. None of
Kara’s social media properties had a consistent image. In an effort to brand
Kara as the relatable, girl next door, I used personal snapshots from her
Instagram to create social media designs before we were ready to launch her
album campaign.
In November 2012, Kara was ready to release her second album, titled

Glass. Once again, all her social media pages were redesigned using
promotional images from the album photo shoot. The photo that was used for
the album cover was also used for all promotional purposes in an effort to
have it become ubiquitous with the release. I also designed a new logo for
Kara, to be used on her album cover and all digital properties. Leading up to
the album release, I revealed different pieces of Kara’s album cover on
Twitter, Facebook, and Instagram, to further create a synergy between her
social media sites.
To coincide with the album release, I also launched Kara’s official
website, which I designed, coded, and have maintained over the course of this
project. The website contains news, Kara’s biography, photos, videos, lyrics,
and contact information. The website is very similar to her electronic press kit,
which I also compiled to promote Kara to various media outlets.
During album release week, much of the promotion was done via
social media. I used Twitter, Facebook, YouTube, Instagram, and Tumblr to
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publicize the album in various ways. For example, Twitter was used to tweet
lyrics and send messages to all of her followers a link to purchase the album.
On YouTube, I uploaded snippets of each album track for her fans to preview
before purchasing.
In addition to social media promotion, Kara also appeared on a
popular Internet radio show and a contest was organized for fans to tweet a
link to the album for a chance to be entered to win a $50 MAC makeup gift
card. During its first week on sale, the album hit the Top 100 Country Albums
chart on iTunes and outsold all of her previous releases.
Two singles were released to promote the album Glass, “Without Him”
and “South Dakota.” The first single was chosen by the fans, who voted in a
poll on Kara’s official website and submitted their choices via social media.
The chosen song, “Without Him,” was backed by a lyric video, which was also
used to introduce Kara to country music bloggers. Many country bloggers
featured the video on their sites and also interviewed Kara.
For “South Dakota,” both a lyric video and music video were released
to promote the song. In March 2013, Kara came to Syracuse, New York to
shoot the music video with a team from Syracuse University’s S.I. Newhouse
School of Public Communications. I worked with the director to develop the
concept, secured locations for the shoot, and served as the executive
producer on set. The video was also sent to country music bloggers and
received coverage on various websites.
One of my main objectives for this project was to take Kara from the
screen to the stage. It had been over three years since she last performed a
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live show, and I wanted to give her that opportunity. I planned a concert for
Kara, Grace Doty, and Otto Tunes at Syracuse University’s Jabberwocky Café
on April 5, 2013. I promoted the event, titled “SUTube,” using both traditional
and new media tactics. I designed posters to hang around campus and also
publicized the show using all of Kara’s social media sites. Additionally, I
worked with Grace and Otto Tunes to promote the show via their online
properties. Additionally, I set up interviews for Kara and Grace leading up to
the show for further publicity.
While both Kara and Grace were in Syracuse, I wanted to create
something that could exist beyond the show. I reached out to Otto Tunes to
see if they would be interested in recording and taping a collaboration with
the YouTube artists. I suggested they cover “Cups,” from the movie Pitch

Perfect. The song features instrumentation from an actual cup and I thought it
would have the potential to go viral if the girls and Otto Tunes could “play” the
cups simultaneously. We filmed the collaboration with the help of Syracuse
University’s School of Visual and Performing Arts the day of the show.
I secured a deal for the video to premiere on myISH, an official
YouTube partner channel that has a large subscriber base and millions of
views. The video premiered a week after we filmed it and in 24 hours it
amassed 44,000+ views. In just a week, it had over 120,000+ views,
thousands of “likes,” and received coverage from campus and local media.
Additionally, YouTube and stars from Pitch Perfect endorsed our video and
helped promote it via Twitter. A viral hit was a fitting piece to end my Capstone
Project, which focused so heavily on digital and social media.

